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international audience into a global communityIn the three years since its launch in October 2003, the
International Journal of Surgery has been established as
a multidisciplinary, peer-reviewed surgical journal with
a global mission. There is still much to do and the journal is
evolving swiftly to meet the needs of the rapidly changing
community it serves. Part of this development will occur in
the online environment through the creation of two new
online platforms for our readers: www.theijs.com and www.
wikisurgery.com. Before I discuss the details of these web-
sites properly, I wish to provide some context around the
thought and planning that has gone into their development.
Web 2.0 e a new area of user-generated
content
In the past, the web was all about publishing and not about
participation; the Internet was very much a top-down
medium where major content providers would set the
agenda and decide what gets published and hence what
information is available. The focus of business models at the
time was all about feeding information to what was pre-
sumed to be a passive audience, allowing people to purchase
goods and watch pop-ups or banner advert. Over the past
few years since the bursting of the tech bubble, the Internet
has proceeded to decentralize, with the development of
what some analysts call as an ‘‘architecture of participa-
tion’’. According to O’Reilly,1 a chronicler of leading-edge
developments, this new structure involves a built-in ethic
of cooperation, in which the service acts primarily as an in-
telligent broker, connecting the edges of a global community
together and harnessing the power of the users themselves,
this new phase has come to be known as Web 2.0.
In this new paradigm, it is the users themselves who are
generating the content and such ‘‘user-generated content’’
is the way forward in software development according to
Fleck from the Linden Lab2 (creators of Second Life, a user-
generated 3-D virtual world inhabited by over 200,000 real
people from around the globe). Allowing people the freedom
to utilise their creative energies and develop content which
represents their knowledge and skills and hence an element1743-9191/$ - see front matter ª 2006 Surgical Associates Ltd. Publis
doi:10.1016/j.ijsu.2006.07.001of who they are is immensely powerful and some may even
say ‘‘democracy in action’’. Even established content pro-
viders like BBC recognise the general trend for decentralisa-
tion with the Director-General Thompson recently unveiling
a suite of new interactive services,3 allowing people to con-
sume BBC programs/services whenever they wish via the
Internet. Presumably the risks of copyright infringement,
loss of advertising revenue, audience share and TV license are
revenue being deemed less than the risk of being more con-
servative than your audience, being labelled ‘‘out of touch’’
and potentially losing a share of the audience completely.
The development and scope of user-generated content
have been hastened by the rapid uptake of broadband,
which in March 2006 accounted for 69.2%4 of all Internet
connections in the UK and this growth has been matched
in the USA where 42% had high speed access from home
by the end of March 2006.5 This rapid uptake has been
particularly important for the success of technologies like
Internet telephony (VOIP), broadband TV, downloadable
movies and music (over a billion songs were sold on iTunes
in the past three years6) and websites like YouTube.com
which now houses more than 40 million clips and TV seg-
ments uploaded by visitors, and receives 25 million hits
a day.7 Further evidence of this countervailing trend is
provided in open data projects such as Wikipedia (where
central editorial control has been given up in return for
speed and breadth of information), the Creative Commons
(providing flexible copyright licenses for creative works),
Getdemocracy.com (a free and open source TV platform),
online photo sharing sites like Flickr, community portals
like myspace, citizen journalism like ohmynews.com, social
book marking sites like ‘‘del.icio.us’’ and in software pro-
jects like Greasemonkey, which allow users to take control
of how data are displayed on their computer.
Blogging e exemplifying the growth and
power of bottom-up media
One of the biggest success stories of Web 2.0 has been
blogging. A blog is a personal journal on the web which allowshed by Elsevier Ltd. All rights reserved.
138 Editorialthe authors to express their opinion on absolutely anything
andallowsanyone tocomment onwhat theywrite. Asa result,
discussion results and friendships as well as communities
form. Blogs are a fluid, dynamic medium, more akin to
a ‘conversation’ where everyone has a voice. At last count,
according to Technorati (the authority on blogs), there are
41.5 million blogs in existence, growing daily by 100,000 and
generating 1.2 million new posts per day.
Blogs represent an essential part of the Web 2.0
philosophy, that is harnessing collective intelligence, turn-
ing the web into a kind of ‘global brain’ (with the blogo-
sphere being the equivalent of constant mental chatter in
the forebrain or that ‘‘voice inside your head’’). However,
according to industry analysts like O’Reilly, blogging has
great ramifications for the web itself: ‘‘firstly, because
search engines use link structure to help predict useful
pages, bloggers, as the most prolific and timely linkers,
have a disproportionate role in shaping search engine
results. Second, because the blogging community is so
highly self-referential, bloggers paying attention to other
bloggers magnify their visibility and power.’’
It turns out, what some people have termed the ‘‘echo
chamber’’ is also a ‘‘thought amplifier’’ (not just a two way
street). But just like Wikipedia, blogging harnesses collec-
tive intelligence as a kind of filter. What blogger Surowiecki
calls ‘‘the wisdom of crowds’’8 comes into play, with the
collective attention of the blogosphere selecting for value.
This was especially evident in the US Presidential election
of 2004, where the blogospheres’ appetite and capacity
for fact-checking were nearly limitless. A further example
of the ‘‘the former audience’’, with users rising to take
control of content creation and distribution from the old
guard of traditional media companies.
Distribution of user-generated content has been aided
by simple web services like RSS (Really Simple Syndication),
which are essential for maintaining content distribution andare all about syndicating data outwards, not controlling
what happens when it gets to the other end of the
connection. RSS was designed to empower the user to
view the content he or she wants, when they want it, not at
the behest of the content provider.
Podcasting e the next generation of radio
Podcasting is a new type of media channel which provides
an easy and efficient way for anyone to syndicate audio and
video programmings. There are already 5 million people in
the USA listening to podcasts and that number is projected
to grow to nearly 60 million by 2010,9 representing a com-
pound annual growth rate of 101% (see Fig. 1 below). Com-
panies like IBM are using podcasts to demonstrate Big Blue’s
role as a facilitator in other industries, Virgin Atlantic is
podcasting to promote travel destinations, ABC and NBC
are offering recorded ‘news casts’ and even BBC Radio 4
has now made the Today programme available to download
as a podcast.
There are many benefits of podcasting for both the
producer and the consumer. For the producer it allows for
the creation of targeted and exclusive content which can
be structured in a way that builds familiarity over time and
provides value to listeners. For a journal, regular pro-
grammes providing a summary of each issue as well as press
conferences and interviews with researchers discussing the
background to their research and its significance represents
opportunities to provide additional content to both broad
and niche audiences in a practical way.
For the consumer, podcasts represent the opportunity
for opt-in, portable, on-demand access to content, essen-
tially allowing them to time and place shift their own
consumption (i.e. listening at their leisure wherever their
like, unlike radio which operates on a schedule). Imagine
listening to the news or even lectures on your ipod on your
way to work. Podcasting is also different from traditional
media in that the means of production and distribution are
readily available to anyone. The technology required to
produce a podcast is relatively simple and unlike radio, the
distribution channel of the Internet is available to all.
The future
The trends described in this article are coalescing to enable
a richer online experience with user-generated data itself
being viewed as the new ‘‘Intel inside’’, the new power
commodity and the web being viewed more as a decentral-
ized platform technology. Recent years have seen a contin-
ued decline in newspaper readership and fragmentation of
broadcast audiences together with a rise in the number of
hours people spend online each day,10 again tipping the
balance in the favour of new media. The situation for tradi-
tional media companies was summed up in speech by one of
its greatest stalwarts; Rupert Murdoch in April 2005 at the
American Society of Newspaper Editors when he com-
mented: ‘‘I believe too many of us editors and reporters
are out of touch with our readers.no wonder that people,
and in particular the young, are ditching their newspapers.
Today’s teens, twenty- and thirty-somethings ‘‘don’t want
to rely on a god-like figure from above to tell them
Editorial 139Figure 1 The projected growth of podcasting to 2010 (Source and ªTDG Research).what’s important.and they certainly don’t want news
presented as gospel.as an industry, many of us have
been remarkably, unaccountably, complacent.’’11 This
speech may go down in history as signaling the time when
traditional media ‘woke up’.
The competitive opportunity for new entrants is to fully
embrace the potential of Web 2.0 with success likely to go
to those companies that create innovative applications that
learn from their users, using an architecture of participa-
tion to build a commanding advantage not just in the
software interface, but in the richness of the shared data
set. The proliferation of ‘‘user generated’’ content is not
merely a fad, but a meta-trend that will play out over the
next several years, in the process touching wholesale
categories of both online and (traditionally) offline prod-
ucts and services.
Professor Sir Berners-Lee, inventor of the world wide web,
recently commented at the www2006 conference in Edin-
burgh12 that he envisioned the web as a creative platform and
that ‘‘everyone wants to be creative’’ but that he would want
to ‘‘see more places where people can be creative together’’.
At the IJS, we share Sir O’Reilly’s vision for the Internet and
this is reflected in the development of our new online plat-
forms www.theijs.com and www.wikisurgery.com, which we
hope to continually develop in partnership with the surgical
community.
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